ABSTRACT
A s economic globalization advances, both investors and corporations have turned to an array of foreign markets to gain faster growth and stronger return on investment. For example, from 2000 to 2010, the emerging-market stock indices (including the economies of Brazil, Russia, India, and China as well as other emerging markets across the world) tended to outperform the indices of developed economies (Shaw 2011) , although returns have not been as favorable since 2011. Similarly, a majority of large multinational corporations' growth over the past several years (in terms of both total revenue growth and labor force additions) has come from foreign markets, underscoring the importance of emerging markets to both short-and long-term corporate growth strategies (Thurm 2012 ).
These attractive global opportunities for corporate and investor growth notwithstanding, the proliferation of firms offering products and services across an increasing set of national markets poses a special challenge for the disciplines of marketing and market research as well as those aiming to accurately assess the financial impact of marketing activities across countries. For example, issues such as customer expectations, perceived quality, perceived value, customer satisfaction, customer complaints, and customer loyalty can be and perhaps are uniquely formed and interpreted (i.e., perceived) in various international markets. The extension is that the unique effect of marketing activities then influences companies' financial impact.
To address the gap in marketing research regarding customer satisfaction phenomena, in this study we aim to advance the customer satisfaction and international marketing literature by comparing customer perceptions in the wireless services industry across the national markets of Barbados, Singapore, Turkey, the United Kingdom, and the United States. This five-country context provides a unique opportunity for understanding how customers differ across markets because the data encompass consumers in disparate national markets (e.g., small/large, developing/developed, culturally heterogeneous) but include perceptions regarding a ubiquitous and increasingly commoditized service (wireless services). Focusing on emerging-versus developed-market comparisons, the findings provide important insights into unique differences in customer perceptions, including the greater importance of quality relative to value in influencing satisfaction in developed markets and the lesser importance of satisfaction in influencing customer loyalty in emerging markets.
BACKGROUND AND LITERATURE
As corporations have shifted more to their foreignmarket investments as a substantial source for their revenue and profitability growth (either through organic entrance into these markets or the acquisition of existing local suppliers [ berg 2014]) , the marketing and market research disciplines have also become increasingly focused on the cross-national dimension. The reorientation of these particular aspects of the functions necessary to sell products and services across multiple country markets is understandable. Whereas many elements of production (or service delivery) processes may remain reasonably consistent when extending operations to diverse overseas markets, the inescapable differences in the fundamental nature of customers across virtually any two markets (let alone several distinct markets simultaneously) demands careful attention, lest substantial investments in marketing activities aimed at securing customer satisfaction and loyalty fail to yield the desired benefits. Put simply, marketing to very different populations of customers typically makes it more difficult for firms to meet customers' unique needs in all of these diverse markets (cf. the satisfactionmarket share relationship; Anderson, Fornell, and Lehmann 1994) and to judge the performance of distinct operations in satisfying the needs and wants of customers.
As a result of these challenges, marketing researchers and practitioners are increasingly tasked not only with measuring customer perceptions of product and service offerings across multiple markets simultaneously (Griffith and Hoppner 2013) but also with determining the nature, extent, and importance of cross-national differences in customer attitudes and behaviors as well as leading their firms' acquisition of internationalization knowledge (Fletcher, Harris, and Richey 2013) . That is, because there is little a priori reason to expect consumers in dramatically different national markets-often marked by substantial variance in levels of development, geographic and population size, natural environment, relative wealth, culture, and so forth-to perceive their consumer experiences in the same way, it falls to research practitioners to understand and explain the conditions under which the home and host countries might differ (Cui, Walsh, and Zou 2014) . In turn, this information can be vital to adequately inform a differentiation in marketing strategies across countries (and within individual host markets themselves [Diamantopoulos et al. 2014] ) and can thus have a significant impact on the success or failure of multinational corporate expansion initiatives.
Given this changed landscape, measurement of customer perceptions of the products and services that they have consumed and experienced across a corporation's various country markets has become internationalized. It is not uncommon for multinational corporations (regardless of their home market) to institute large, complex, multifaceted customer experience measurement programs. These measurement programs often involve data collected using a standardized survey instrument in several languages across a dozen or more countries. The data collected through these initiatives are often compared across the firm's country markets and used as the basis for judging performance success and determining performance incentives, operational decision making, targeting and advertising, internal market segmentation, process and product improvement, and many other core business activities.
Academic marketing research has likewise responded to this new direction. An increasing body of research has examined the relationships between several key marketing variables derived from customer data collected and compared across multiple distinct national economies. For example, recent research has examined and compared customer satisfaction cross-nationally, investigat-ing variable ratings and scores (or levels) of satisfaction with diverse product and service categories in several countries while controlling for economic and cultural effects that might explain cross-cultural variance (e.g., Morgeson et al. 2011) . Additional research has examined some of the antecedents of customer satisfaction for similar purposes, using similar methods, investigating customer perceptions such as expectations (Donthu and Yoo 1998) and perceived product and/or service quality (Agarwal, Malhotra, and Bolton 2010; Frank et al. 2013; Smith and Reynolds 2001; Ueltschy and Krampf 2001) . Still other studies have focused on central outcomes of customer satisfaction cross-culturally, such as customer complaint behavior (Liu and McClure 2001) and brand/customer loyalty as the customer's intention to repurchase and remain loyal to an existing supplier (Lam 2007; Straughan and Albers-Miller 2001; Walsh and Bartikowski 2013) .
A slightly different cohort of studies has focused on the relationship between a few marketing variables and examined cross-national/cross-cultural variances in these relationships, with the goal of better understanding differential effects of marketing activities on downstream customer perceptions or intentions. For example, research has examined cross-national differences in the perceived quality-price relationship (Jo and Sarigollu 2007) as well as the perceived quality-customer satisfaction relationship (Brady and Robertson 2001 ) across diverse economies. Brady et al.'s (2005) study compares competing models of linkages among perceived sacrifice, service quality, value, satisfaction, and behavioral intentions in five markets (Australia, Hong Kong, Morocco, the Netherlands, and the United States). Also relevant to our context, Aksoy et al. (2013) examine the form of the satisfaction-customer loyalty relationship in the wireless telephone services industry across eight countries and find differential effects explained (in part) by cultural idiosyncrasies endemic to these countries.
Although these and other studies have examined the role of culture (along with other nation-or culture-related market variables) in explaining cross-national variance in customer perceptions, limited research has done so using comparable samples of data collected across multiple diverse national markets and analyzed using an established model for measuring and interrelating consumer perceptions (for a counterexample, see Furrer, Liu, and Sudharshan 2000) . In particular, very little research has done so when comparing consumer experiences in markets marked by varying levels of national economic development. To fill this gap, we compare customer perceptions across five national markets differing along numerous axes: Barbados, Singapore, Turkey, the United Kingdom, and the United States. For the comparisons, we utilize the basic structure of the American Customer Satisfaction Index (ACSI) model (e.g., Fornell et al. 1996) , which includes variables measuring customer perceptions of expectations, quality, value, satisfaction, complaints, and loyalty.
We focus specifically on the relationships between perceived quality and customer satisfaction, perceived value and customer satisfaction, and customer satisfaction and customer loyalty across this set of emergingand developed-market consumers. These uniquely theorized linkages-focusing on differences theorized to exist among customers in emerging and developed markets, respectively-are connected by several theories underpinning the original development of the ACSI model for adoption in the United States, including the disconfirmation of expectations paradigm (e.g., Oliver 1980 Oliver , 2010 , the cognitive-affective processing system theory (Fleeson and Noftle 2009; Mischel 2004) , the value-percept disparity model (Locke 1967 (Locke , 1969 , and the exit-voice theory (e.g., Hirschman 1970) .
When conducting the comparative and differential testing of these relationships incorporated into a larger testing of the full ACSI model (with all its relationships among customer perceptions of expectations, quality, value, satisfaction, complaints, and loyalty), we use data collected in the five countries regarding customers' perceptions of one particular industry: wireless telephone services. The wireless telephone services industry-one of the most pervasive services in the world, with an estimated 5.9 billion mobile subscribers (or some 87% of the global population) according to the United Nations (UN-ITU 2012, http://www.itu.int)-is ideal for comparative assessments across countries, especially those of emerging versus developed markets. Because the industry has emerged and matured somewhat evenly across the globe (or at least more evenly than most "old economy" industries), is used by customers across demographic groups both within and between nations, and is becoming increasingly commoditized across competing service providers, the nature of wireless telephone services eliminates some of the confounding factors that often make cross-national comparisons difficult or impossible.
Using the ACSI model as the baseline within the wireless telephone service industry across these five countries, two goals motivate this article. First, as a contribution to the international marketing literature, we help identify and better understand differences in the parameter estimates linking the latent constructs within the ACSI structural model across national markets. Because of the extensive use of this model within the United States and worldwide-including in both academic research proper and more practical market research efforts-this broad objective alone adds considerable value to the existing literature. A basic search of existing literature reveals hundreds of articles examining the ACSI model, both within and outside the United States. However, a more thorough search indicates that very few examine the model cross-nationally, despite repeated suggestions that such an effort should motivate future research agendas (for one counterexample, see Morgeson et al. 2011) .
Within this broader goal of testing the ACSI model cross-nationally, we focus on the most important relationships in the model from an economic and marketing perspective and closely examine how these particular coefficients might be expected to differ. Specifically, drawing on both our integrated theorizing and previous empirical evidence, we offer a set of research questions that compare and contrast the most vital linkages in the model: those between quality and satisfaction, value and satisfaction, and satisfaction and loyalty. Because virtually every company in the world (regardless of economic industry or product/service offered) must make a decision about marketing to consumers on the basis of price or quality (or, more often, some balance between the two) as a means of acquiring, retaining, and satisfying customers and because virtually every company aims to optimize customer satisfaction as a strategy for maximizing customer loyalty, these specific linkages recommend themselves for closer examination. Because the sample underlying the analyses includes data from customers in very different national economies (e.g., small/large, developing/developed, culturally heterogeneous) but provides perceptions regarding an increasingly commoditized service (wireless telephones), the research questions, samples, and analytical methods we employ provide a unique opportunity for understanding how customers differ across markets in both their stated preferences and their subsequent behaviors.
Second, we also contend that our research will be particularly useful to marketing research practitioners not only within the wireless telephone service industry but also across a range of goods and services industries. As we have mentioned, market research practitioners are now regularly tasked with comparing consumer perceptions and behaviors across very diverse national markets. Nonetheless, rigorous research offering guidance into the comparative differences one might anticipate when conducting this kind of research is relatively scant. As such, we contend that our research can help practitioners tasked with investigating and comparing consumer perceptions across developed and developing markets better understand observed differences and even validate the veracity of these research findings. From this perspective, our article provides useful insights to those engaged in measuring and monitoring consumer perceptions (and especially satisfaction) across markets that are different culturally, economically, and so forth.
THEORETICAL INTEGRATION AND RESEARCH QUESTIONS
In graphic form and with the hypothesized parameter relationships included along the path arrows, Figure 1 presents our general research model, which follows the ACSI model. Note that customer satisfaction in our cross-national study is treated as a cumulative measure of customers' overall evaluation on the basis of their total consumption experience with a product or service over time (e.g., Fornell 1992) and not as a transactionspecific occurrence referring to one purchase occasion only (e.g., Boulding et al. 1993 ). As such, customer satisfaction is modeled as a strategic phenomenon with firm-level economic returns as the focus (Anderson, Fornell, and Lehmann 1994 ).
As Figure 1 shows, the model contains nine path coefficients, all of which may be expected either to be statistically constant or to vary between the models estimated for the distinct national markets included in our analyses. Yet rather than specify dozens of hypotheses and subcategories about expected differences across individual pairwise comparisons between the samples/ estimates/models (a task that would result in a theoretically weak foundation and be methodologically risky 1 ), we instead focus on a few of the most important relationships in the model (at least from an economic and marketing perspective) and how these coefficients might be expected to differ. Specifically, our theorizing offers a set of research questions about the links between perceived quality and customer satisfaction, perceived value and customer satisfaction, and customer satisfaction and customer loyalty.
For each relationship, we develop a direct path as well as a cross-culturally specific path tied to the emergingversus developed-market comparisons. In addition, we provide results for all relationships for the aggregate model (inclusive of all cases) and for each of the national markets in the "Statistical Analysis and Results" section. To develop the research questions, we draw on several theories, including the disconfirmation of expectations paradigm (e.g., Oliver 1980 Oliver , 2010 , the cognitive-affective processing system theory (Fleeson and Noftle 2009; Mischel 2004) , the value-percept disparity model (Locke 1967 (Locke , 1969 , and the exit-voiceloyalty theory (e.g., Hirschman 1970 ).
In the general research model, perceived quality (measured as a latent construct inclusive of overall quality, quality as customization, and quality as reliability manifest variables) is hypothesized to have a direct, positive, and strong effect on customer satisfaction (Fornell et al. 1996) . As a psychological construct, this direct connection is built on the notions fundamental to all economic activity that customers' postexperience satisfaction (or level of overall experiential fulfillment) is primarily a function of their quality experience with a product or service (i.e., customers' perceptions of the "performance" of that product or service). Theoretically rooted in the disconfirmation of expectations paradigm (Oliver 1980 (Oliver , 2010 , the quality-satisfaction link may be unmediated or merely one factor in a cognitive process undertaken by the customer relating anticipated to actual performance. Numerous studies have found quality to be the most important determinant of customer satisfaction (e.g., Churchill and Surprenant 1982; Fornell 1992; Fornell et al. 1996; Oliver 2010 ). Therefore, as a baseline for the aggregate model, which includes customers from all the national markets in the sample and for each separate model, we anticipate that perceived quality will have a strong and positive effect on customer satisfaction.
However, there are also theoretical and economic reasons to believe that the coefficient connecting perceived quality and customer satisfaction might not remain constant across the diverse markets represented in our fivecountry sample (e.g., Alden et al. 2013 ). For example, because two of the nations in our sample are classified as developing economies and are home to customers with substantially lower per capita income (i.e., Barbados and Turkey), it is possible that in these markets the typically dominant quality-satisfaction relationship will be diminished and replaced by a stronger link between perceived value and customer satisfaction. 2 That is, in emerging markets, lower disposable income may force customers to place greater importance on price in most/all of their consumption experiences, elevating the importance of value and diminishing that of quality. Theoretically, this shift in focus in emerging markets is based on the cognitive-affective processing system theory (Fleeson and Noftle 2009; Mischel 2004) . In essence, customers in an emerging market base their satisfaction on their "attitude" of receiving value (in which price is a practical and important component) over their perceptions of the "performance" of the product or service.
This notion is also consistent with Zhou and Wong's (2008) finding that perceived value significantly influences global brand purchase intentions for people with low tendencies toward social compliance. In addition, given the ubiquitous, commoditized, and increasingly globalized wireless telephone service industry, brands that provide customers with functional, social, and hedonicexperiential aspects of value are likely to increase emergingmarket customers' satisfaction (e.g., Alden et al. 2013) . Encapsulating these emerging-market theories and issues, it is also reasonable to believe that greater crosscompany/cross-industry variance in quality in emerging markets makes it more difficult for customers to render satisfaction judgments based primarily on the concept of quality "performance" because both expectations of perceived quality and actual performance itself exhibit unpredictability and a substantially larger range, further diminishing this linkage. Given these theoretical foundations, we expect that the effect of perceived quality on customer satisfaction will be significantly stronger in the more developed economies (Singapore, the United Kingdom, and the United States) when compared with the less developed markets (Barbados and Turkey).
In the general research model, perceived value serves to incorporate price information as a determinant of satisfaction into the model, but it does so without relying on a direct rating of the "perceived price" paid by the customer. That is, the perceived value variable measures not price but quality received per dollar (Barbados, Singapore, and the United States), lira (Turkey), or pound (United Kingdom) expended, thus providing a common denominator that customers can use to compare brands and categories across firms, industries, and sectors (Fornell et al. 1996; Johnson 1984; Johnson and Fornell 1991) . It is also generally believed that using perceived value judgments controls for differences in income and budget constraints (Fornell et al. 1996) . Theoretically, the value-satisfaction link is historically rooted in the value-percept disparity model (Locke 1967 (Locke , 1969 . As such, satisfaction (dissatisfaction) is an emotional response that is triggered by a cognitive-evaluative process in which the customer's perceptions of a product/ service are compared with that customer's values. The smaller the disparity between percepts of the product/service and the customer's values, the more favorable the evaluation and the greater the positive effect associated with goal attainment-that is, satisfaction (e.g., Westbrook and Reilly 1983) . As with perceived quality at the aggregate level, we expect that as perceived value increases, customer satisfaction will increase as well; this prediction applies to the aggregate model with customers from all five country markets as well as for each national market model.
Yet as in the case of the relationship between quality and satisfaction-and, indeed, related to this phenomenonthere are reasons to believe that the value-satisfaction relationship may not remain statistically unchanged across the country markets in our sample. More specifically, as we mentioned previously, it is reasonable to suggest that in less developed (emerging) markets with lower per capita income, perceived value may be a more powerful predictor of customer satisfaction compared with the more developed economies. Again, theoretically, this shift in focus in emerging markets is based on the cognitive-affective processing system theory (Fleeson and Noftle 2009; Mischel 2004) . Likewise, because the differential impact of quality and value on satisfaction in the model (i.e., the size of the gap between the two coefficients) provides important diagnostic information about how satisfaction is determined, it too is likely to vary across the national markets in this study, with the developing economies showing a smaller positive quality-value coefficient gap and a more equal weight between these two customer perceptions in driving satisfaction. Driven by these theories, we would expect the effect of perceived value on customer satisfaction to be significantly weaker in the more developed markets (the United States, the United Kingdom, and Singapore) compared with the less developed markets (Turkey and Barbados) and the gap between the perceived value-customer satisfaction and perceived quality-customer satisfaction coefficients to be larger in the more developed economies (the United States, the United Kingdom, and Singapore) compared with the less developed markets (Turkey and Barbados).
Customer satisfaction is viewed as an important value not just in its own right but as a central determinant of future customer behaviors. More specifically, satisfaction measurement is regularly justified precisely because it is believed to drive customer loyalty, future purchase decisions, and the valuable financial outcomes associated with more loyal customers. Prior research has almost unequivocally confirmed this relationship, finding that satisfaction has a significant impact on purchase intentions (Kumar 2002) , customer retention (Anderson and Sullivan 1993) , positive word of mouth (Anderson 1998) , and a range of additional customer behaviors (and hard measures of economic performance) related to loyalty. Thus, in the general research model, we predict customer satisfaction to have a strong and positive direct effect on customer loyalty (measured in the model as both repurchase intention and price tolerance). This prediction of satisfaction AE loyalty is typically rooted in exit-voice theory (e.g., Hirschman 1970), the basic tenets of which are that the immediate consequences of customer satisfaction are increased customer loyalty and decreased customer complaints (cf. Fornell and Wernerfelt 1987 ).
Yet as we have suggested, the general research model, which has been mostly tested in a U.S. setting, is not applicable to all country-market scenarios. There are theoretical reasons to anticipate differential relationships between customer satisfaction and customer loyalty across the different models reflecting the perceptions of the customers and markets in our sample (Kumar et al. 2013 ). In the first instance, the lower per capita income (and lower income stability) of the customers in the two emerging markets in our sample could lead to a weaker relationship between satisfaction and loyalty, as both price tolerance and repurchase intention might be determined less by customers' sense of satisfaction fulfillment and more by uncertainty surrounding their economic situation. Similarly, because customers in these markets are likely more price driven in their consumption decisions, even assuming a fairly stable personal economic outlook, discounting strategies by companies to convince customers to defect from their existing supplier may be more prevalent and effective in these markets, undermining the satisfaction-loyalty effect. For these reasons, we anticipate that customer satisfaction will have a strong and positive effect on customer loyalty but that this effect will be significantly stronger in the more developed markets (the United States, the United Kingdom, and Singapore) compared with the less developed markets (Turkey and Barbados).
DATA COLLECTION
To test the similarities and differences in customer perceptions across diverse national economies, we analyze a cross-national sample of survey data collected from wireless service (telephone) customers in Barbados (n = 270), Singapore (n = 777), Turkey (n = 1,430), the United Kingdom (n = 1,940), and the United States (n = 1,008). The survey data were collected by research teams partnered with the ACSI to create national customer satisfaction indices implementing the ACSI model and methodology (e.g., Bryant, Fornell, and Morgeson 2008; Fornell et al. 1996 Fornell et al. , 2005 . Since its introduction in 1994, the ACSI project has produced annual results regarding customer satisfaction, along with antecedents and consequences of satisfaction, for a wide range of companies, industries, and economic sectors across the U.S. consumer economy. Specifically, ACSI collects data from customers regarding their experiences with more than 200 economically large companies that collectively constitute a majority of consumer activity in the United States.
The ACSI model has been adopted and deployed in more than a dozen countries, and these projects provide the source of the cross-national data set available for analysis. Specifically, data for this study were provided by ACSI in the United States and its partners in Barbados (National Institute for Service Excellence), Singapore (Institute for Service Excellence at Singapore Management University), Turkey (KA Research and the Turkish Customer Satisfaction Index), and the United Kingdom (NCSI-UK). For the satisfaction indices in each national market from which the data are drawn for this study, interviews of customers of individual firms were conducted by professional, local market research firms. In each country partnered with ACSI to create a national customer satisfaction index, a standardized questionnaire was deployed, consisting of a set of questions on both the drivers and outcomes of customer satisfaction, including customer expectations, quality, value, complaint behavior, and customer loyalty. Table 1 provides the questions and variables included in the study from the baseline ACSI model. The validity of the ACSI survey instrument has been adequately established in cross-cultural settings (Morgeson et al. 2011 ). The ACSI survey instrument relies on multi-item scales for measuring the focal constructs to maximize their predictive validity and reliability (Diamantopoulos et. al. 2012) . Only the nonfocal construct "complaint behavior" uses a single-item scale. Single-item constructs may be used in exploratory research settings if the construct is considered concrete and unidimensional and when there is unanimous agreement among respondents as to what characteristic is being measured (Rossiter 2002) . Because "complaint behavior" simply taps into whether a consumer has formally lodged a complaint, we believe a single-item scale is reasonable for this construct.
To maximize the comparability of the survey data across the national economies where measurement was conducted, we implemented several commonplace safeguards before interviewing began (cf. Smith and Reynolds 2001) . First, we designed the questionnaire to be as homogeneous as possible across all the national markets, with the necessary exception of language differences. Furthermore, the local market research teams managing data collection in each country followed a predefined set of methods, and we made every attempt to standardize interviewing parameters (e.g., time of day, refusal conversion protocols, geographic representativeness) across all of the markets. The survey introduction, question wording and ordering, and scales were all as similar as possible, with only slight alterations where
Construct/Descriptions
Item Question Wording (Abbreviated) Scale
Customer Expectations
Customer expectations is a measure of the customer's anticipation of the quality of a company's products or services.
Overall expectations (x 1 )
Before your experiences with (Company/Brand), you probably knew something about (Company/Brand). Thinking about your overall expectations of the quality you would receive from (Company/Brand), please give me a rating on a 10-point scale on which "1" means your expectations were "not very high" and "10" means your expectations were "very high."
1-10
Expectations of customization (x 2 )
At the same time, you probably thought about things you personally require from (Company/Brand), such as...
Expectations of reliability (x 3 )
Again, thinking about your expectations before your recent experiences with (Company/Brand)...you probably thought about how often things could go wrong with (Company/Brand)...
Perceived Quality Perceived quality is a measure of the customer's evaluation of a recent consumption experience of the quality of a company's products or services.
Overall quality (y 1 ) First, please consider all your experiences with (Company/Brand). Using a 10-point scale, on which "1" means "not very high" and "10" means "very high," how would you rate the overall quality of (Company/Brand)?
Quality as customization (y 2 )
Now, thinking about your personal requirements from (Company/Brand), please tell me how well (Company/Brand) has actually met your requirements…
Quality as reliability (y 3 )
Now, please think about how often things go wrong with (Company/Brand)…

Perceived Value
Perceived value is a measure of quality relative to price paid.
Price given quality (y 4 )
Given the quality of (Company/Brand), how would you rate the prices that you pay for (Company/Brand)? Please use a 10-point scale on which "1" means "very poor price given the quality" and "10" means "very good price given the quality."
1-10
Quality given price (y 5 )
Given the prices you pay at (Company/Brand), how would you rate the quality of (Company/Brand)?
Customer Satisfaction
The customer satisfaction (ACSI) index score is calculated as a weighted average of three survey questions that measure different facets of satisfaction with a product or service.
Overall satisfaction (y 6 )
First, please consider all your experiences to date with (Company/Brand). Using a 10-point scale on which "1" means "very dissatisfied" and "10" means "very satisfied," how satisfied are you with (Company/Brand)? Interviewing was conducted using one or a combination of face-to-face, online/Internet, and/or computerassisted telephone interviewing methods, with differences driven by local conditions and standard market research practices. Steps were also taken to draw a random sample of consumers as representative of each individual company's customer population as possible. However, "representativeness" in the context of this study has a somewhat different definition than in other research studies, with potential respondents screened before interviewing to determine eligibility to participate in the study. In the case of the wireless service industry, the potential respondents were asked if they were "active and current customer[s] of a wireless telephone service company," thereby guaranteeing that each of the respondents had actual experience with the company/ industry being measured and thus had the ability to more accurately report their experiences. To establish reasonable temporal equivalence, the five country samples include data collected during the 2011 calendar year for all markets/nations.
Why the Wireless Services Industry?
Before proceeding to consider the statistical analyses and findings for our specific research questions as well as the results from the full baseline ACSI model, the choice of industry for the five-country study deserves some additional justification and attention. Given that we could have studied survey data from customers across several industries-because each of the ACSIbased national customer satisfaction index projects measures customer experiences over multiple distinct industries-why have we chosen to examine the wireless services context?
There were a variety of characteristics of the wireless services industry that, in our opinion, made its examination advisable. First, because wireless telephone services have emerged only relatively recently as a technology available for mass consumption, the markets in all of these countries are roughly the same "age" (or within a few years, at most), decreasing the possibility that differential rates of industry maturation have resulted in dramatically different groups of customers and customer perceptions across these diverse nations. Moreover, wireless telephone services are, to a large and increasing extent, "class independent" and are available within all nations across diverse socioeconomic groups. That is, in virtually every nation, wireless telephone service is shared by the richest and poorest consumers, and this latter industry characteristic reduces, at least to some extent, the withinand across-country variance potentially caused by customer demographic differences (e.g., Aker and Mbiti 2010) . Perhaps most importantly, wireless service itself has become an increasingly commoditized service, in which different suppliers make offerings that are nearly identical to one another (in terms of, e.g., services offered, prices, amenities) and even the infrastructure that provides the services is often interchangeable with others.
Construct/Descriptions Item Question Wording (Abbreviated) Scale
Customer Loyalty
Customer loyalty is a combination of the customer's professed likelihood to repurchase from the same supplier in the future and the likelihood to purchase a company's products or services at various price points (price tolerance)
Repurchase intention (y 10 )
The next time you are going to choose a cellular service provider for your needs, how likely is it that it will be (Company/Brand) again? Using a 10-point scale on which "1" means "very unlikely" and "10" means "very likely," how likely is it that it will be (Company/Brand) again? Taken together, these characteristics of the wireless service industry make this industry ideal for comparing cross-cultural and cross-national customer perceptions. In addition, because the nature of the industry itself has "flattened" the differences between customers both within and across nations, the differences in the findings for the research questions resulting from the nature of the customers and their idiosyncrasies should be reliable and valid.
STATISTICAL ANALYSIS AND RESULTS
After data collection was complete, we performed an analysis of the data using the baseline structural equation model developed for the ACSI (e.g., Fornell et al. 1996) . We used partial least squares (PLS) modeling and a multiple-indicator latent variable approach for producing variable scores and impacts (or effects) for satisfaction and the other measured latent variables (Ringle, Wende, and Will 2005) .
Like the ACSI model and its methodology, we utilize PLS-based structural equation modeling to estimate the paths between the constructs shown in the ACSI model (see Figure 1) . Previous studies estimating the ACSI model have predominantly used this technique as well (e.g., Rigdon et al. 2011) , and the ACSI model was itself originally designed for estimation using PLS (Fornell et al. 1996) . Therefore, employing the PLS techniques will provide results (i.e., weights, loadings, path estimates, and differences between the paths) comparable to most previous studies examining this baseline model and will put our uniquely derived research questions covering emerging-and developed-market comparisons in proper perspective. As a method, PLS enables researchers to assess latent variables at the observation level (measurement model) and relationships between latent variables on a theoretical level (structural model) (Hair et al. 2012 (Hair et al. , 2014 . Partial least squares is similar to traditional maximum likelihood-based structural equation modeling in the sense that the measurement and structural models are analyzed simultaneously. However, PLS relies on ordinary least squares estimation techniques to solve the models, thereby relaxing the assumption of multivariate normality underlying covariance-based structural modeling techniques (Compeau and Higgins 1995) . Partial least squares also estimates the latent variable scores as exact linear combinations of their associated manifest variables and treats them as a perfect substitute for the manifest variables (Fornell and Bookstein 1982) . The scores thus capture the variance most useful for predicting the endogenous latent variables (Hair et al. 2014) . Partial least squares is most appropriate when the research is primarily concerned with prediction of the dependent variable and when assumptions of multivariate normality and interval scaled data cannot necessarily be made (Birkinshaw, Morrison, and Hulland 1995; Chin 1998 ). Simulation studies have also shown PLS to be robust against inadequacies such as multicollinearity, skewness, and omission of regressors (omitted variable bias) (Cassel, Hackl, and Westlund 1999) . Moreover, the data from customer research often do not satisfy the requirements of multivariate normality and interval scaling required for maximum likelihood-based structural equation modeling (Turkyilmaz and Ozkan 2007) . Because of the aforementioned advantages, PLS has been suggested as the preferred estimation method for customer service index studies (Fornell 1992 ).
For this and most studies, a PLS analysis is conducted in two stages. In the first stage, the researcher ensures that the measures used as operationalizations of the underlying constructs are both reliable and valid (the measurement model). After the adequacy of the measurement model has been established, the researcher proceeds to the second stage and interprets the resulting model coefficients (the structural model) (Birkinshaw, Morrison, and Hulland 1995) . The subsequent sections report the results and key statistics for each of these two stages.
Measurement Model
In accordance with previous research using the ACSI model (e.g., Fornell et al. 1996; Rigdon et al. 2011) , we estimated our latent variables within our measurement model as reflective indicators, an approach that assumes that the latent variables are unobservable predictors of the observed variables that comprise them, which themselves are empirically unidimensional. To assess the adequacy of the measurement model, we performed tests for reliability and convergent and discriminant validity for reflective models, as suggested by Hair et al. (2014) . As Table 2 shows, all the indicator loadings and composite reliability values are greater than .70, suggesting sufficient indicator and internal consistency reliabilities (Bagozzi and Yi 1988, 2012) . The t-values also indicate that all of the loadings are significant at the .01 level. The average variances extracted (AVEs) for all our constructs are greater than the recommended threshold of .50 (Bagozzi and Yi 1988) , indicating that our measures are reliable and that the latent constructs account for more than 50% of variance in the items.
To establish the discriminant validity of our measures, we computed the Fornell-Larcker (1981) criterion for each construct. In this test, if the square root of the AVE is greater than all of the interconstruct correlations, there is evidence of sufficient discriminant validity (Chin 1998) . The diagonal values in Table 3 represent the square roots of AVE values, and we find that they are greater than all the off-diagonal correlation values. This means that each latent variable shares more variance with its own block of indicators than with the other latent variables, and thus, our measures exhibit discriminant validity. To further assess the validity of the measures, we constructed a cross-loadings table as suggested by Gefen, Straub, and Boudreau (2000) . Table 4 shows that each item loads much higher on its assigned construct than on the other constructs, in support of adequate convergent and discriminant validity. Thus, having established the validity of the measurement model, we turn next to evaluation of the structural model.
Structural Model to Test the Baseline Model
In PLS, analysis of the structural model typically focuses on the path estimates and their significance, R 2 values reflecting the amount of variance explained in each endogenous variable, and Stone-Geisser Q 2 values measuring predictive relevance (Hair et al. 2014) . Because these path estimates (along with their relative size, significance, etc.) form the basis of the research questions outlined previously, we maintain these conventions here. To analyze the structural model results and test our research questions, we first estimated an overall model inclusive of pooled data from all five countries. 4 Next, we estimated five country-specific structural models, and all models also individually met the requirements for measurement reliability and validity. To test whether the path coefficients significantly differ from zero in the overall model and in each separate model, we computed t-values using a nonparametric bootstrap procedure (Henseler, Ringle, and Sinkovics 2009 ). Table 5 presents these results.
As Table 5 shows, there is strong support for the expected linkages between perceived quality to customer satisfaction, perceived value to satisfaction, and satisfaction to loyalty because the corresponding path values are significant and in the expected directions (for expected path directionality within the full ACSI model, especially those parameter estimates that are beyond our narrower objectives in this study, see Figure 1 ). For the aggregate/overall model and for each country-specific model, quality and value are both significant and positive predictors of customer satisfaction, while for each model, satisfaction has a positive, significant effect on loyalty.
Furthermore, for both the aggregate model and the country-specific models, the paths predominantly confirm the remaining relationships in the baseline ACSI model. One area that diverges from that anticipated is the link between customer expectations and customer satisfaction. The effect of expectations on satisfaction is not significant in any of the country-specific models except Singapore, in which the effect is significant but .331
.320
.016
.181
Notes: All estimates except those in boldface are significant at the p < .05 level.
weak. This means that across the aggregate sample and for almost all of the country-specific models, customers' expectations of their wireless service do not significantly predict their resulting customer satisfaction. This finding is consistent with prior research on the ACSI model, which has found a generally weak and variable predictive effect for expectations (Fornell et al. 1996) . In addition, the effect of expectations on perceived value is not significant in the U.S. sample, and the effect from complaints to loyalty, while in the expected direction, is not significant in the Barbados sample. However, overall, the model would seem to function quite well across the various national customer samples studied, with 84% of all of the estimated parameters (38/45) both significant and in the expected direction.
The R 2 values for the key endogenous constructs in the model, customer satisfaction and customer loyalty, are generally high and acceptable, although they vary across the country-specific models. For customer satisfaction, the R 2 values range from 61% (Barbados) to 83% (United States), suggesting that the expectationsquality-value combination predicts satisfaction with wireless services more fully in some markets than in others. However, the R 2 values for customer loyalty, predicted only by satisfaction and customer complaints in the model, range much more widely, from only 2% (Barbados) to 57% (United States). This indicates that, at least for wireless customers in Barbados, loyalty is determined by factors beyond satisfaction and complaints. For the remaining endogenous variables, we observe moderate but acceptable levels of R 2 values, except for the customer complaints construct, which had low (but not unexpected) levels of R 2 values across the models.
Finally, we calculated the Stone-Geisser Q 2 values for predictive relevance of each endogenous construct in all of the models using the blindfolding procedure (available in the SmartPLS software). For the blindfolding procedure, the omission distance was set to a value between five and ten, and we took care to ensure that the number of cases in each model was not a multiple of the omission distance chosen. The Stone-Geisser criterion postulates that the model must be able to predict the latent variable indicators (Henseler, Ringle, and Sinkovics 2009) , and values greater than zero are indicative of predictive relevance. As Table 5 shows, all Q 2 values are greater than zero, ensuring sufficient predictive relevance of the endogenous constructs. Although variance in the parameter estimates, R 2 values, and so forth can be observed between the aggregate model and the country-specific models as well as among the countryspecific models themselves, and although not all hypothesized relationships are confirmed in each model, in general the baseline ACSI model functions well for wireless services across the customer groups included in our sample, and our core hypotheses are confirmed across all of the estimated models. 5
Multigroup Analysis to Test Market Differences
To test our expectations related to differences in the path estimates between groups, we analyzed differences in country-specific model paths by conducting pairwise multigroup comparisons. We predicted that, in the more developed countries, the effect of perceived quality on satisfaction would be stronger, the effect of perceived value on satisfaction would be weaker, the gap between the value-satisfaction and quality-satisfaction coefficients would be larger, and the effect of satisfaction on loyalty would be stronger.
Partial least squares modeling allows for testing of moderating effects in path models using multigroup analysis, which is especially useful for discrete moderator variables such as country effects (e.g., Sarstedt, Henseler, and Ringle 2011) . Because the moderator variable in our analysis is categorical (country), we tested whether significant differences exist in path strengths between the country-specific models using PLS multigroup analysis (Henseler 2007) . In this case, the path difference itself is a measure of the effect size. However, to analyze the relevance of predictors in explaining selected endogenous constructs (i.e., customer satisfaction and loyalty), we have included the effect sizes table in Appendix B.
A potential concern while testing path differences across groups using multigroup analysis is the issue of measurement invariance-that is, ensuring that the construct measures are invariant across groups. To ensure measurement invariance of our instrument, we assessed factor loadings across all five countries (Appendix C). All except one of the loadings were high and above the recommended threshold of .7, providing sufficient evidence that the measures are generalizable and invariant across the contexts.
In addition, to adjust for family-wise Type I error rate inflation resulting from multiple pairwise comparisons (Mooi and Sarstedt 2011), we used a more conservative alpha level of 98.75% than the traditional 95% for testing the significance levels of the estimates. Table 6 reports the path differences along with the p-values.
As we expected, and as the first column of Table 6 shows, the effect of perceived quality on customer satisfaction was numerically larger in the developed economies (Singapore, United Kingdom, and the United States) than in the developing economies (Barbados and Turkey). However, these differences were statistically significant only for the United Kingdom-Turkey and United Kingdom-Barbados comparisons, at least when using the more conservative criterion of significance. Furthermore, and as the second column shows, we found that the effect of perceived value on customer satisfaction was weaker in the developed economies (Singapore, United Kingdom, and the United States) compared with the developing economies (Barbados and Turkey), except the United States-Barbados comparison. However, these differences were statistically significant only for the United Kingdom-Turkey and Singapore-Turkey comparisons. Finally, the third column shows that the effect of customer satisfaction on customer loyalty was significantly stronger in the more developed countries (Singapore, United Kingdom, and the United States) compared with the developing economies (Barbados and Turkey). Table 7 presents the results of the difference in the gap between perceived value-customer satisfaction and perceived quality-customer satisfaction coefficients among developed and developing economies. As we predicted, we found the gap to be larger in developed economies than in emerging markets; however, this result was statistically significant only for the United KingdomTurkey, Singapore-Turkey, and Singapore-Barbados comparisons, again using our more conservative criterion of statistical significance. As post hoc analyses, we 
DISCUSSION AND IMPLICATIONS Theoretical and Managerial Implications
In this study, we compare customer perceptions of wireless telephone services across customers in Barbados, Singapore, Turkey, the United Kingdom, and the United States using the ACSI model as the baseline. Our findings provide a wealth of insights into the similarities and differences among consumers in these diverse markets regarding both the antecedents and consequences of customer satisfaction. Most significantly, although in general the results confirm the applicability of the ACSI model for customers of wireless services in all of these markets, some essential and unique differences appear that have both theoretical and practical value.
First, the observed differences support aspects of an integrated set of theories used as the foundation for comparing emerging and developed markets: the disconfirmation of expectations paradigm (e.g., Oliver 1980 Oliver , 2010 , cognitive-affective processing system theory (Fleeson and Noftle 2009; Mischel 2004) , value-percept disparity model (Locke 1967 (Locke , 1969 , and exit-voice theory (e.g., Hirschman 1970) . For example, the effect of perceived quality on customer satisfaction was greater in developed economies compared with emerging markets, while the effect of perceived value on customer satisfaction was weaker in developed economies compared with emerging markets. We found customer satisfaction to be a significantly stronger determinant of customer loyalty in the more developed markets compared with emerging markets.
For marketing researchers and managers alike, the implications of these findings are noteworthy and vital. In certain markets, and particularly in less developed markets, these results indicate that quality may be a less influential determinant of satisfaction than in more developed markets, with customer perceptions of value assuming some of quality's importance in the former. Marketing on price in these contexts is likely to lead to more satisfied customers. In general, our findings support the idea that satisfaction will have a greater impact on future customer behaviors in some markets (developed markets) than in others (emerging markets). This finding suggests that investments in satisfaction may "pay off" less in emerging markets, where customers are more sensitive to other factors such as price and relative income instability.
Limitations and Further Research
We cannot travel in all plausible directions in this one study, and as such this article naturally suffers from certain limitations. For example, the sample-limited as it is to consumer perceptions within only five national markets-can only partially reflect the results in the ACSI model one might observe if comparing a broader assortment of countries and consumers. Furthermore, in this research, we examined only endogenous outcomes of consumer satisfaction and did not expand (as much recent research has) to investigate the relationship between satisfaction, loyalty, and "hard" indicators of firm performance. As such, further research should proceed in at least two additional directions.
First, confirmation of the results observed across a larger number of countries and a diverse cohort of economic industries/customer experiences would be useful to support our findings. Because customerfocused survey research is always dependent to some extent on the nature of the products or services experienced by the consumer, and because the cross-model variance we observed supports the notion that results from this model may be context dependent (i.e., the differences between the specific countries we studied may not hold in other countries and other country comparisons), expanded research of this kind could add important new insights into (dis)similar differences between additional countries and diverse customer goods and services.
Second, research to confirm the relationship between customer satisfaction (or related marketing intangibles) and measures of financial performance cross-nationally is a vital task for scholars (for a recent example, see Yeung et al. 2013) . That is, testing this article's particular model of customer perceptions and customer intentions cross-culturally provides advantages beyond confirming the model's comparability. In a large and increasing number of academic studies, the satisfaction latent variable estimated in the research model has been empirically linked to a variety of external measures of corporate and financial performance (e.g., Aksoy et al. 2008; Anderson, Fornell, and Mazvancheryl 2004; Fornell, Mithas, and Morgeson 2009a, b; Fornell et al. 2006; Gruca and Rego 2005; Tuli and Bharadwaj 2009) . Through these studies, customer satisfaction has been shown to positively affect equity prices and valuation ratios such as Tobin's q (Anderson, Fornell, and Mazvancheryl 2004) , market-to-book ratio (Ittner and Larcker 1998) , cash flow variability (Gruca and Rego 2005) , stock prices and shareholder value (Aksoy et al. 2008; Anderson, Fornell, and Mazvancheryl 2004; Fornell 2007; Fornell, Mithas, and Morgeson 2009a, b; Fornell et al. 2006) , and a range of additional financial performance metrics. As companies continue to seek an increasing proportion of their growth in foreign markets, the importance of validating the marketing-finance relationship-and the customer satisfaction-financial performance dynamic, in particular-in a wide range of markets will continue to increase as well. Overall, though, our study takes an important step toward better understanding the nuances of customer perceptions (quality, expectations, value, satisfaction, complaints, and loyalty) across diverse country markets (e.g., small/large, developing/developed, culturally heterogeneous).
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APPENDIX D: POST HOC MODEL COMPARISONS
The ACSI was developed primarily for the U.S. context. As additional, post hoc, exploratory analyses, we compared Barbados, Singapore, Turkey, and U.K. models with the U.S. model, treating the latter as the baseline reference model. Our goal was to understand how generalizable and different the ACSI model was in the non-U.S. contexts. We focused on the path differences between the U.S. and non-U.S. models to determine whether the ACSI model estimates differed significantly in the non-U.S. contexts. As Table D1 shows, not surprisingly, the path differences between the U.S. and the U.K. samples are predominantly small and insignificant except for the two paths predicting customer satisfaction from perceptions of quality and value of the services customers experienced. The U.K. sample shows a slightly stronger relationship than the U.S. sample (|D| = .082) between perceived quality and customer satisfaction. However, the U.S. sample shows a slightly stronger relationship than the U.K. sample (|D| = .072) between perceived value and satisfaction. This suggests that the drivers for satisfaction in mobile phone customers in the United States and the United Kingdom are slightly different. Whereas the U.K. customers have a slightly stronger preference for quality service, the U.S. customers show slight preference for the value of the service.
Some major differences in path strengths emerge when comparing the U.S. and Turkey samples, as we observe four paths that are significantly different between these two subsamples. The U.S. sample shows a considerably stronger relationship than the Turkey sample (|D| = .156) between customer expectations and perceived quality. The U.S. sample also exhibits a considerably stronger relationship (|D| = .209) between perceived quality and perceived value and a slightly stronger relationship (|D| = .086) between customer satisfaction and customer loyalty. In contrast, the Turkey sample exhibits a much stronger relationship (|D| = .107) than the U.S. sample between customer satisfaction and customer complaints.
We also found major differences in the paths between the U.S. and Barbados samples: three paths were significantly different between the two samples. The Barbados sample shows a considerably stronger relationship than the U.S. sample (|D| = .142) between customer expectations and perceived quality. In contrast, the U.S. sample shows a considerably stronger relationship between both perceived quality and perceived value (|D| = .356) and between customer satisfaction and customer loyalty (|D| = .616) than the Barbados sample.
Finally, our analysis reveals a substantial number of significant path differences among the U.S. and Singapore samples, making these two models the most different.
We find that seven of the nine possible paths in the model are significantly different in strength between these two subsamples. The only two paths on which these samples do not differ significantly are the relationships between perceived quality and customer satisfaction and between customer complaints and customer loyalty. The Singapore sample shows considerably stronger relationships than the U.S. sample (|D| = .117 and |D| = .166) between customer expectations and perceived quality and value, respectively. It also shows a slightly stronger relationship than the U.S. sample (|D| = .086) between customer expectations and satisfaction and a considerably stronger relationship (|D| = .183) between customer satisfaction and complaints. However, the U.S. sample shows a considerably stronger relationship between both perceived quality and perceived value (|D| = .167) and perceived value and customer satisfaction (|D| = .184) than the Singapore sample. Finally, the U.S. sample also exhibits a considerably stronger relationship (|D| = .162) between customer satisfaction and loyalty than the Singapore sample.
NOTES
1. Were we to make pairwise comparisons of all of the nine (K) path coefficients across the five (N) models, we would have 90 pairwise comparisons (using the formula [(N -1)N/2] ¥ K). Likewise, if we stated one overall hypothesis for each path coefficient plus one for each pairwise comparison of the coefficients between national samples, we would then have 99 total hypotheses. Not only would this approach be logistically cumbersome, but the risk of erroneous conclusions due to Type I errors would increase dramatically.
2. For example, according to 2012 data taken from the CIA World Factbook (www.cia.gov), Singapore's per capita gross domestic product (GDP) (purchasing power parity adjusted) of $60,900 makes customers there more than four times as wealthy (on average) as customers in Turkey ($15,000). In contrast, customers in Barbados ($25,500), though well-off by developing economy standards, are still well below those in Singapore in terms of per capita GDP.
3. Note that there is a significant difference across the wireless industries in the markets studied here: In general, in developed economies, most consumers receive wireless services through long-term and contractually delimited postpaid plans, in which the consumer and supplier agree to specific services and the consumer pays for these services (typically on a monthly basis) after the fact. In contrast, in developing economies, most wireless consumers receive prepaid services, in which credit is purchased in advance of service use, with additional credits purchased at irregular intervals (i.e., "topping up") before additional services can be received. Although this is a potentially significant difference in wireless service delivery between developed and developing markets, the underlying reasons for these two service payment models (lower income, limited access to credit records, and the more transitory nature of populations in less affluent countries make the postpaid model unsupportable) reflect the kinds of differences in consumer conditions, consumer behavior, and resultant consumer perceptions that motivate this study. As such, if these different payment models do matter, we would expect the effects to appear in our analytical results but not necessarily to be "caused by" them.
4. We used the "path weighting" scheme to run the PLS algorithm for all of our estimated models, with a stop criterion value of 10 -5 , a maximum iterations value of 300, and a starting initial weight of 1 for the latent variable scores, as suggested by Henseler, Ringle, and Sinkovics (2009) . Furthermore, we conducted bootstrapping using the individual sign changes option as suggested by Henseler, Ringle, and Sinkovics. We set the number of bootstrap samples to 5,000 and the number of bootstrap cases equal to the number of valid observations. 5. To rule out alternative explanations, we controlled for differences among respondents emanating from different national contexts by using country-level socioeconomic indicators (per capita GDP, population, literacy rate, unemployment rate, and mobile and Internet subscriptions per 100 people). We did not find major patterns of effects of control variables on customer satisfaction and loyalty. Only the effect of GDP per capita on customer satisfaction was significant at the .05 level in the overall model. Appendix A presents these results.
